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PENGARUH CUSTOMIZATION, CONTACT INTERACTIVITY, 
CULTIVATION, COMMUNITY, CHOICE, CONVENIENCE,  
CHARACTER  TERHADAP E-LOYALTY CUSTOMER                               




 Tujuan penelitian ini adalah: Menguji pengaruh customization,  
contact interactivity, cultivation, community, choice, convenience, 
character terhadap E-Loyalty customer di situs Kaskus. Penelitian ini 
menggunakan data primer dengan populasi sebanyak 150 responden yang 
pernah berbelanja di Situs Kaskus minimal 2 kali. Sedangkan data sampel 
yang digunakan dalam penelitian ini sebanyak 150 responden yang berusia 
18-50 tahun dan sudah melakukan belanja di Situs Kaskus minimal 2 kali.  
 Hipotesis dalam penelitian ini menyebutkan bahwa customization,  
contact interactivity, cultivation, community, choice, convenience, 
character memiliki pengaruh terhadap E-Loyalty Customer.  
 Hasil pengujian dengan model analisis regresi linier berganda 
menjelaskan bahwa secara signifikan customization,  contact interactivity, 
cultivation, community, choice, convenience, character memiliki pengaruh 
positif terhadap E-Loyalty Customer.  
 
Kata Kunci: Customization,  Contact interactivity, Cultivation, Community, 














INFLUENCE OF CUSTOMIZATION, CONTACT INTERACTIVITY, 
CULTIVATION, COMMUNITY, CHOICE, CONVENIENCE,  
CHARACTER OF E-LOYALTY CUSTOMER                                               




The purpose of this research is: to test the influence of 
customization, contact interactivity, cultivation, community choice, 
convenience, character of E-Loyalty Customer in Kaskus Site. This 
research uses primary data to the population of 150 respondents ever 
shopping at Kaskus Site at least twice. While the data samples that used in 
this study of 150 respondents aged between 18-50 years and Had done 
shopping at the site of kaskus at least twice. 
The hypothesis in this study mentions that the customization, 
contact interactivity, cultivation, community choice, convenience, character 
have an influence on the E-Loyalty Customer. 
The test results by multiple linear regression analysis model that 
significantly explains the customization, contact interactivity, cultivation, 
community, choice, convenience, character have a positive influence of E-
Loyalty Customer. 
 
Key words: Customization,  Contact interactivity, Cultivation, Community, 
Choice, Convenience, Character, and E-Loyalty Customer. 
